


HOW TO MEET YOUR 
ENROLLMENT 
OBJECTIVES

without wasting
money on marketing

Hello I’m Al and I’m the  
Enrollment Growth Manager



My goal for today’s webinar:

To show you an entirely new and simple strategy 
that allows our schools to consistently get in front 

of the right parents online, tell the school’s story in 
a way that attracts them

AND 
generate the right Return On Investment!





A few things about us...

200+ 
SCHOOLS

5 
YEARS

60 
EXPERTS

NYC 
HQ

400,000+ PARENTS ENGAGED MONTHLY



It wasn’t always 
like this.



We started with 
teachers!





So how does that work?
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Marketing

Our Unique 
Selling Points

SCHOOL

Their Values, 
Priorities, Beliefs, 

Perceptions



Does this make 
sense?



3 SECRETS



SECRET#1: WHERE can we get in front of the right 
parents, without spamming them or losing money



When you market a school, 
you have to use all the platforms...or not

Social Media

Display Ads

SEO (Google, Bing etc.)

Print Ads & Mail

Content marketing*

52,2%

32,6%

31,5%

21,2%

19,0%

*Suitable for long term marketing strategies



And many more
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Facebook Instagram Twitter SnapChat

And many more

When you market a school, 
you have to use all the platforms...or not



Facebook Instagram

When you market a school, 
you have to use all the platforms...or not

3 times 
more 

expensive

Google

$24$7



1k parents in your area will see your ad for $7 (ad cost)

Ads appear friendly and natural. Not spam.

Ads appear between posts from friends, family etc.

The ads are seen only by the parents we choose.

The ads are not posts on your Facebook page.

We can see exactly if and when parents viewed the ads.





2 out of every 100 parents 
will actually see what you put on 

your Facebook page



Parents are on Facebook 7 times/day
+

Most parents are on Facebook before 7am
+

Parents are 1.6x times more engaged 
than non parents
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SECRET#1: WHERE 

SECRET#2: HOW to find out which ads will win their 
trust, without randomly promoting photos or videos.



I’m sure all of you understand 
the concept of advertising. 

For example, you choose a nice photo from 
your school and you add a strong text message, 

you put this on a newspaper, a billboard or a 
mailer and that’s it.



Well on social media things are far more complex. 
You have to choose who should see each ad, which 

types of ads they’ll see (video, image, slideshow), 
what happens after they see the ad, how many times 

they should see it per day, and so on.
At least 70 factors influence the success 

of an ad on social media.







Now I’ll show you how we do it for our schools, so 
if you want to implement advanced marketing 

campaigns for your own school, get your notebook 
or your iPad ready as I’ll show you exactly what 

works and what doesn’t.



First, we start by putting ourselves in their shoes 
to understand how they experience the process of 

comparing and choosing a school. 

Here’s what I mean.



The Johnsons
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1. Friends have their children there
2. Too far or not a good fit
3. They’ve seen a newspaper ad
4. They’ve seen a billboard

The Johnsons
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Your School

ENROLLMENT

The Johnsons



In order to understand 
and guide their selection process, 
we break it down into 2 main blocks.



The Johnsons

PRIORITIES
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The Claytons

The Johnsons

MINDSET
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Parents like me
Am I going to be the weird parent?

Kids like mine
Will they fit in…? Will mine look different?

Schools like this are…bad
I didn’t go to a school like that so…. (perceptions)

The Claytons

The Johnsons



In order to be able to create marketing campaigns 
that resonate with them and win their trust, 

we use the following process.



5….30 mi radius
COMPETITION



BLOGs+++















Surveys 
target 

prospective 
families in 
the area!
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COMPETITION

REVIEWS & 
REPUTATION

FACEBOOK 
DATA

SURVEYS

MARKETING PLAN

1. What are their priorities
2. What’s their mindset
3. How to tell the school’s story
4. How to connect emotionally
5. How to increase the perceived value
6. What images and videos to use
7. What texts to use
8. Any web pages, eBooks, 

Infographics
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SECRET#2: HOW to find out which ads will win their 
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SECRET#1: WHERE 

SECRET#2: HOW to find out which ads

SECRET#3: HOW to build your marketing campaign, 
without feeling overwhelmed 
(or becoming an expert)



Get The 
Word Out

Create Trust 
& Connect

Inquiry Machine
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Digital Branding Storytelling Web PagesImages & Photos

Slideshows &  Videos

Thematic Web Pages



Thematic 
Web Pages

vs.

Your
Website
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CREATE 
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CONNECT
Campaigns

Engagement Download Conversation

eBooks / Handbooks

Infographics

Hidden Videos
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INQUIRY 
MACHINE

Campaigns

Track inquiries 
(software)

Calls / Tours

Direct Phone / Email / 
Facebook Messages
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SECRET#1: WHERE 
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SECRET#3: HOW to build it GET THE 
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Campaigns



Get The 
Word Out

Create Trust 
& Connect

Inquiry Machine



QUESTIONS?


